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TO THE SHAREHOLDERS OF GOLDBLATT BROS., INC.: 


i am pleased to submit this detailed report of the operations of your Company and its 
subsidiaries for the fiscal year ended January 31, 1947. 

The year was noteworthy for the records set by both sales and net profits, the steps 
taken for further expansion of the Goldblatt stores, and the strengthening of contacts with 
suppliers of merchandise and the public. 

NET SALES AND PROFIT 

Net sales of $86,164,395 established an all-time record and represented an increase of 
$19,614,348, or 29.47 percent, over the total of the prior fiscal year. 

Net profit after all charges increased to $2,615,821, equal after preferred dividends to $3.37 
a share on 753,086 shares of common stock outstanding as of January 31, 1947. This com¬ 
pared with net profit of $1,002,386, equal, after preferred dividends, to $1.23 a share on 
742,286 shares of common stock outstanding in the previous fiscal year. 

Net profit in both years was after a contribution of 10 percent of the parent company’s 
earnings, before federal income taxes, to the Employees’ Savings and Profit Sharing Pension 
Plan. 

CAPITAL STOCK CHANGES 

The increase in outstanding common stock during the year was due to the issuance of 
10,800 shares in accordance with the Executives’ Stock Purchase Plan. 

Outstanding preferred stock was reduced by 10,955 shares to a total of 26,418 shares, 
as of January 31, 1947. Since 1936, 33,582 shares of preferred stock have been retired with 
a stated value of $1,679,100. 
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FINANCIAL 


Although the year’s profits were the highest in the history of Goldblatt Bros., Inc., your 
management believed it wise to take no action on dividends on the common stock during the 
year. The funds thus retained were used toward financing the rehabilitation of many of the 
stores and the increased inventories and receivables necessary to support the record sales volume. 

Long term bank loans at the year end amounted to $2,000,000. 

As a result of the dividend policy and the long term bank loans, working capital increased 
$3,645,346 over the previous year and amounted to $10,925,544 at the year end. 

The ratio of current assets to current liabilities was 2.64 to 1 as of January 31, 1947, com¬ 
pared to 2.29 to 1 a year earlier. 

Receivables, less reserves, were $2,855,186 as of January 31, 1947, against $1,809,898 in the 
prior year. Reserves established against these receivables are considered adequate for any 
losses liable to occur. 


INVENTORIES 

Merchandise and supply inventories amounted to $13,030,985, an increase of $4,077,215 
over the total of the preceding year end. This increase was moderate in view of the record 
sales volume and the higher prices prevailing. 

Your management will continue to buy carefully, minimizing thereby the possibility of 
inventory losses if a change in price trend occurs. 

OTHER DEVELOPMENTS 

During the year the company commenced and substantially completed the construction of 
the warehouse located at Archer and Ashland Avenues, Chicago. In December of 1946 the 
company sold the new building for the sum of $2,200,000 and leased the premises for a period 
of thirty years with fourteen five-year renewal options. 

Late in the year, Mr. Allen H. Salvesen was elected a Vice President in charge of the 
New York Buying Offices and Mr. Joseph J. Thursh was elected a Vice President with duties 
as Assistant to the President. 

Both men have had long and influential careers in the field of merchandising and consti¬ 
tute valuable additions to the executive personnel. 
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PROFIT SHARING PLAN 


I he Savings and Profit Sharing Pension Plan is open to all regular employees after one 
year of service and was established January 27, 1942. At January 31, 1947, over 90 percent 
of the eligible employees were members. 

Employee contributions to the Plan are limited to $250 per year and continue to be 
invested in United States Savings Bonds. 

HOSPITAL CARE 

1 he year saw an expansion in the benefits available under the comprehensive hospital¬ 
ization plan established September 12, 1945. Its provisions cover all employees with six months 
or more of service, and their dependents, with your company paying the entire cost of this 
protection. 

EXPANSION AND REHABILITATION 

Looking forward to a further expansion of retail outlets, your management completed 
negotiations for two important Chicago area department store sites. 

In July, 1946, a long term lease was signed on a location near the intersection of Grand 
and Harlem Avenues in suburban Elmwood Park. 

Another long term lease was negotiated in January, 1947, for a block long tract at Madison 
Street and Pulaski Road, Chicago. 

1 he new warehouse at Archer and Ashland Avenues was designed to meet our specific 
merchandising problems and should lower materially the cost of distributing merchandise to 
our stores. 

Many of the present stores will be rcfixtured and remodeled during the current fiscal 
year. These improvements are in accordance with our established policy of providing modern, 
efficient and attractive facilities for customers. 

THE OUTLOOK 

The new fiscal year has had an encouraging start and your management views the future 
with confidence. 

Volume production of formerly scarce items offers the opportunity for further expansion 
of sales and profits. New lines of merchandise are being added constantly and customer serv¬ 
ices curtailed or eliminated during the war are being restored. 
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Although indications are that operating costs will increase during the current year, the 
entire rehabilitation and expansion program has been designed to keep expenses at a minimum. 

The long established Goldblatt policy of volume sales at fair prices is well suited to the 
more competitive period that lies ahead. 

We acknowledge with appreciation the continued support of our customers, the loyal 
service of our employees and the co-operation of our sources of supply. 

Submitted on behalf of the Board of Directors. 


Respectfully, 

President. 


March 29, 1947 
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STATEMENT OF CONSOLIDATED PROFIT AND LOSS 


For the Years Ended January 31, 1947 and 1946 

1947 1946 

Net Sales .. $86,164,395 $66,550,047 

Cost of Sales and Store and Operating Expenses, including depreciation of $622,932 and 
$585,983; and rent payments under long-term and other leases of approximately $1,045,000 

and $1,051,000, for respective fiscal years. 81,972,574 64,357,661 

Net profit before Federal taxes on income. $ 4,191,821 $ 2,192,386 

Provision for Federal Taxes on Income . . 1,576,000 1,190,000 

Net profit for the year. . $ 2,615,821 $ 1,002,386 


STATEMENT OF CONSOLIDATED EARNED SURPLUS 

For the Year Ended January 31, 1947 


Balance, January 31, 1946 .. $ 7,515,122 

Add —Net profit for the year. . 2,615,821 

$10,130,943 

Less —Dividends paid on preferred stock ($2.50 per share)... 77,663 

Balance, January 31, 1947 (See Note 2 to balance sheet) ... . $10,053,280 


STATEMENT OF CONSOLIDATED PAID-IN SURPLUS 

For the Year Ended January 31, 1947 


Balance, January 31, 1946 . $ 1,444,850 

Add —Excess of proceeds over par value of 10,800 shares of common stock sold to executives under Stock 

Purchase Plan . 183,600 

$ 1,628,450 

Less —Excess of cost over stated value ($547,750) of 10,955 shares of preferred stock retired during the year. . 39,713 

Balance, January 31, 1947 . $ 1,588,737 


The financial statements and reports contained in this Annual Report are submitted to the Shareholders of the Company 
for their general information and not in connection with any sale or offer to sell or solicitation, or an offer to buy securities. 
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1947 

1946 

Current Assets: 








$ 1,703,353 
2,855,186 
13,030,985 

$ 2,172,009 
1,809,898 
8,953,770 

Receivables, less reserves of $460,350 and $317,228, at respective dates. 

Inventories of merchandise and supplies, priced at lower of cost or market. . . . 





$17,589,524 

$12,935,677 
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$ 320,793 

$ 239,478 




Other Assets: 





Investments in partially owned subsidiaries and other investments, etc., at cost. 

Cash surrender value of insurance policies on life of officer (face value $559,000). 

Due from executives under Stock Purchase Plan. 

$ 422,071 

106,430 
256,500 

$ 292,507 

97,365 




$ 785,001 

$ 389,872 

Fixed Assets (includes appraised value of land acquired from predecessor partnership in 
exchange for capital stock at date of organization of company in 1928) : 



Classification 

Cost 

Reserve for 
Depreciation 



Land . 

Buildings on owned land . 

Buildings on leased land . 

Leasehold improvements . 

Furniture, fixtures, etc. 

$ 2,899,096 
3,015,697 
2,895,641 
884,426 
4,326,025 

$ — 

1,195,234 

1,054,647 

479,173 

2,371,748 

$ 2,899,096 
1,820,463 
1,840,994 
405,253 
1,954,277 

$ 2,920,383 
1,763,464 
1,994,348 
344,067 
1,798,803 


$14,020,885 

$5,100,802 

$ 8,920,083 

$ 8,821,065 

Goodwill . 



$ 1 

$ i 




$27,615,402 

$22,386,093 


TO THE BOARD OF DIRECTORS 
GOLDBLATT BROS. INC.: 

We have examined the consolidated balance sheet of 
GOLDBLATT BROS. INC. (an Illinois corporation) and 
SUBSIDIARY COMPANIES as of January 31, 1947, and 
the statements of consolidated profit and loss and surplus 
for the fiscal year then ended, have reviewed the system of 
internal control and the accounting procedures of the com¬ 
panies and, without making a detailed audit of the transac¬ 
tions, have examined or tested accounting records of the 
companies and other supporting evidence, by methods and to 
the extent we deemed appropriate. Our examination was 
made in accordance with generally accepted auditing stand¬ 


ards applicable in the circumstances and included all pro¬ 
cedures which we considered necessary. We had previously 
made a similar examination for the fiscal year ended January 
31, 1946. 

In our opinion, the accompanying consolidated balance 
sheet and related statements of profit and loss and surplus 
present fairly the position of Goldblatt Bros. Inc. and sub¬ 
sidiary companies at January 31, 1947 and the results of 
their operations for the fiscal year then ended, and are in 
conformity with generally accepted accounting principles 
applied on a basis consistent with that of the preceding year. 

Chicago. Illinois. ARTHUR ANDERSEN » CO. 

March IS. 1947. 
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Current Liabilities: 


Accounts payable . 

Accrued liabilities . 

Reserve for Federal taxes on income, less tax notes of $565,000 and $1,150,000, at respective 
dates . 


Total current liabilities 


Note Payable to Bank, due July 21, 1948. 

Capital Stock and Surplus: 

$2.50 cumulative convertible preferred stock of no par value (Note 1) — 

Authorized and issued 26,418 shares and 37,373 shares, at respective dates. 

Common stock— 

Authorized 1,000,000 shares of $8.00 par value, including 30,412 shares reserved for 
conversion of preferred stock at January 31, 1947 
Issued and outstanding 753,086.305 shares and 742,286.305 shares, at respective dates. . . . 

Paid-in surplus . 

Earned surplus (Note 2).. . 


Deduct—Treasury preferred stock at cost (825 and 827 shares, at respective dates), 825 
shares deposited as a guaranty. 


1947 

1946 

$ 2,019,587 

$ 2,951,643 

2,909,145 

2,310,792 

1,735,248 

393,044 

$ 6,663,980 

$ 5,655,479 

$ 2,000,000 

$ _ 

$ 1,320,900 

$ 1,868,650 

6,024,690 

5,938,290 

1,588,737 

1,444,850 

10,053,280 

7,515,122 

$18,987,607 

$16,766,912 

36,185 

36,298 

$18,951,422 

$16,730,614 

$27,615,402 

$22,386,093 


Notes: (1) The $2.50 cumulative preferred stock is convertible into common stock at varying ratios depending princi¬ 
pally upon the number of shares of common stock issued; at January 31, 1947, the conversion ratio was approximately .87 
share of preferred for 1 share of common. It is callable at any dividend date upon 30 days’ notice at $52.50 per share and 
has a preference of $50.00 in involuntary liquidation. 

(2) No dividends of any kind shall be paid on the common stock unless the company applies an annual amount of 
$150,000, on a cumulative basis, less credit of $50.00 per share for conversion, for the purchase or redemption of preferred 
stock. This requirement has been complied with to date. Payment of cash dividends on the common stock is further restricted 
to the extent that no such dividends may be paid which will reduce net current assets below $5,000,000 or which will reduce 
current assets below two times current liabilities. 
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^Fhe year’s sales and profits were the results of 
policies initiated by Joel and Louis Goldblatt 
before the outbreak of the war and were placed in 
full operation with the return of more normal mer¬ 
chandising conditions. 


Your company is particularly proud of the har¬ 
monious vendor relationships developed, for no 
great store organization can expand without ade¬ 
quate supplies of reliable recognized merchandise. 

As General Merchandise Director, Louis Gold¬ 
blatt continues to supervise the buying program 
that has made every store in our chain a favorite 
post-war source of goods for eager customers. 


RESOURCE RELATIONSHIPS 

The year saw a further growth in contacts with 
recognized manufacturers and distributors. We are 
constantly on the alert for new supply sources of 
this type. 

To such suppliers, Goldblatt’s offers extraordinary 
inducements through carefully co-ordinated adver¬ 
tising, featured store displays, fair pricing and the 
heavy sales volume of the Goldblatt chain of de¬ 
partment stores. 

Once a vendor account has been established, it 
becomes a valued asset of the company, subject only 
to control by top management. 

PROMOTION 

The Goldblatt annual advertising budget of more 
than $3,000,000 gave intensive coverage and sup¬ 
port to nationwide promotions by recognized man¬ 
ufacturers and distributors. 

Surveys show that combined Goldblatt advertis¬ 
ing media reach an audience of over 5,500,000 
shoppers. Repeatedly during the last year, these 
combined media have been used in co-operation 
with nationwide promotions of recognized products. 


ADVERTISING 

Goldblatt’s name and those of its recognized sup¬ 
pliers will be kept constantly before the buying pub¬ 
lic through an advertising budget that, for the cur¬ 
rent year alone, exceeds $3,000,000. 

We have long been famous for our vigorous and 
forceful advertising. Our program last year domi¬ 
nated the metropolitan newspapers, neighborhood 
publications and foreign language press in Chicago 
and the suburbs. Also included in this program 
was coverage in the metropolitan newspapers in 
Joliet, Illinois; South Bend, Gary and Hammond, 
Indiana; Milwaukee, Wisconsin and Buffalo, New 
York. In addition to this newspaper campaign, we 
distribute the Goldblatt Shopping News widely for 
special promotions. 
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Your management also advertised on a limited 
scale in several magazines with a national circula¬ 
tion. The replies and sales therefrom indicated that 
an important specialized mail order business can be 
developed and a further testing of this vast market 
is contemplated. 

We continued our aggressive use of radio through 
the sponsorship of a daily program over a well- 
known and powerful Chicago broadcasting station 
serving over 360,000 people. 

These daily programs, involving audience par¬ 
ticipation, originated in the radio auditorium of the 
State Street Store Home Service Center having a 
large seating capacity. 

During the last year, the Saturday broadcasts 
have been devoted to “Teens and Tunes” and other 
features appealing particularly to the younger set. 
Of more general interest were the weekly fashion 
and special merchandise promotions. 

STORE DISPLAYS 

Greater supplies permitted the intensive use of 
floor and window merchandise displays in all Gold- 
blatt department stores. Following the elimination 
of government controls, higher styling returned as 
an important factor in promoting women’s apparel. 

Display planning accordingly dramatized fashion 
changes, quality and fair pricing with the end of 
war-period shortages. As with advertising, our dis¬ 


plays were co-ordinated with the plans of recognized 
companies for their products. 

BUYING STAFF 

Our buyers have been chosen carefully for their 
thorough knowledge of merchandise and have been 
schooled in our merchandising methods. 

While our buying personnel is concentrated 
largely in Chicago and New York City, other re¬ 
gional offices keep Goldblatt’s in touch with oppor¬ 
tunities all over the United States and in foreign 
markets. 


NEW YORK OFFICE 


Our New York buying office is under the direc¬ 
tion of Allen H. Salvesen, who joined Goldblatt’s 
late in 1946 as assistant to Louis Goldblatt. Mr. 
Salvesen brought to his new position, seventeen 
years of fashion merchandise leadership in the New 
York and Chicago markets. 

We plan to remodel the New York quarters to 
provide special sales rooms and other modern facil¬ 
ities for our vendors. Merchandise control and 
modernization of basic stock and unit controls 
assure accurate timing of purchases and better in¬ 
terpretation of customer preferences in merchandise. 

The entire Goldblatt Program for a carefully 
regulated, adequate supply of quality merchandise 
through recognized resources can best be expressed 
in the slogan of your company: 
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ustomer loyalty is a priceless Goldblatt asset. 


A loyal Goldblatt army of customers has been 
built to huge proportions by the recommendations 
of new and old friends who have learned that Gold- 
blatt’s is a good place to shop. 


Our growth has been rapid because each cus¬ 
tomer helps to spread the story of well-stocked, 
properly priced merchandise. 


NAMES —AND MORE NAMES 

The number of new names on charge and time 
payment accounts and on store delivery records dur¬ 
ing the year was particularly gratifying. They be¬ 
longed to war veterans and their brides, to thrift 
conscious fathers and mothers and to teen-agers 
proud of their new ability to shop without parental 
supervision. 

The new names were there because of the avail¬ 
ability of hard-to-get merchandise, the combination 


of quality with fair prices and the services offered fl 

by a competent and courteous sales personnel. 




EVERYTHING FOR EVERYBODY 

The appeal to all ages was a direct result of the 
Goldblatt effort to provide everything for every¬ 
body under one roof of conveniently located de¬ 
partment stores. 

This applied to clothing and accessories for the 
entire family and to home furnishings and furni¬ 
ture, household appliances and foodstuffs. The 
return of factories to full civilian production per¬ 
mitted the expansion of auto supply and hardware 















SALUTE TO YOUTH 



Realizing they are the adult customers of tomor¬ 
row, Goldblatt’s offered a salute to the teen-agers 
through displays of high school and campus-styled 
clothing and accessories and other age-group mer¬ 
chandise. 

A series of special parties and radio programs 
made the State Street Store a regular Saturday 
meeting place for the youth of Chicagoland. 

A PERMANENT POLICY 

Your management will continue this policy of 
seeking patronage by offering “everything for every¬ 
body” in conveniently located stores. 

We will continue to add new supply sources for 
recognized merchandise, seeking the best that is 
available to augment established lines of fairly 
priced, quality merchandise. 


sections in our stores, and hobby enthusiasts found 
special counters catering to their desires. 


HOME SERVICE CENTER 

Worthy of special mention is the Home Service 
Center in the State Street Store, created as a civic 
center. 

The center sponsored 
cooking schools, style 
shows, fashion forums 
and educational mo¬ 
tion pictures before large 
audiences of clubwomen. 

H ere are located a 
broadcasting studio, a 
customers’ lounge and 
meeting rooms, an auditorium and exhibition hall 
featuring educational exhibits of new and special 
merchandise and a travel bureau. 
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N the days when Goldblatt’s was much small¬ 
er, it was possible for the Goldblatt brothers 
to maintain a direct personal contact with each em¬ 
ployee, to share each other’s troubles and triumphs 
and to extend help in time of emergency. 


So, step by step, a carefully planned program of 
benefits has been instituted which maintains the 
splendid tradition that “Goldblatt’s is a good place 
to work.” 




Today, with seven thousand men and women in 
the far-flung Goldblatt organization, it is no longer 
possible personally to maintain these old and close 
relationships. Your management has realized, how¬ 
ever, that the maintenance of a sense of security for 
its employees has become more necessary than ever. 


SAVINGS AND PROFIT SHARING 

The Savings and Profit Sharing Pension Plan was 
established by Goldblatt’s in 1941 with an initial 
payment of $200,000. In recent years the annual 
contributions by the company have amounted to 
ten percent of earnings before federal taxes and 
before deduction of the agreed contribution. Your 
company’s contributions to date have totaled in 
excess of $1,600,000. 

Contributions by em¬ 
ployee members are lim¬ 
ited to five percent of 
annual salary, with a 
further limitation of 
$250 yearly to prevent 
an undue share of the 
benefits going to the 
higher salaried per¬ 
sonnel. 

Any regular employee 
with a year or more of 
service may become a 
member. 

LONGER MEMBER¬ 
SHIP, LARGER 
SHARES 

The longer an em¬ 
ployee is a member, the 

































larger is the share of the company contributions 
allocated, with maximum benefits going to those 
with nine years or more of participation. 

For the purpose of allocating the company con¬ 
tributions, memberships are divided into five groups 
—A, B, C, D, and E, with advancement from one 
to the other automatic at the end of each two years. 
Group E contains all memberships of nine consecu¬ 
tive calendar years or longer. 

The Group A memberships of two years and less 
receive the smallest proportionate share of the com¬ 
pany’s contributions. Group B receives double; 
Group C, three times; Group D, four times and 
Group E, five times the share allocated to Group A. 

Length of membership thus becomes a valuable 
and important asset to each participating employee. 

FUNDS SAFEGUARDED 

A well qualified executive director administers 
the Plan, the investments are supervised carefully 
by the Trustees and the accounts are audited annu¬ 
ally by a recognized firm of certified public account¬ 
ants. 

Each member of the Savings and Profit Sharing 
Pension Plan receives a handsome membership cer¬ 
tificate and a concise outline of the benefits avail¬ 
able. Audited statements are furnished annually, 
showing the total credits in each participant’s 
account. 

FREE HOSPITAL CARE FOR 
EMPLOYEES AND DEPENDENTS 

On September 12, 1945, President Joel Gold- 
blatt announced the institution of a comprehensive 
Blue Cross Plan for Hospital Care with all costs 
paid by the company. Since that time, many em¬ 


ployees and their dependents have received hospital 
care benefits when illness, accident or confinement 
made hospitalization necessary. The benefits avail¬ 
able under the original plan were widened substan¬ 
tially on November 12, 1946. 

“By providing membership in the hospital plan 
at no cost to you,” President Goldblatt told em¬ 
ployees, “you are relieved of any financial worry 
in case you or 
members of your 
family have occa¬ 
sion to be hospital¬ 
ized anywhere in 
the world.” 

Eligibility is auto¬ 
matic for all regular 
employees after six 
months of service 
with the company. 

COMPREHENSIVE BENEFITS 

All eligible Goldblatt employees and their de¬ 
pendents are thus assured of a maximum of 120 
days of hospitalization without cost to them in any 
one year. Because the cost of hospital care has 
risen sharply during the past year, this protection 
is far more valuable than ever before. We have 
received many grateful letters from beneficiaries. 

Benefits cover hospital bed and board, general 
nursing services, dressings and medication, X-Rays 
and laboratory examinations, the use of operating 
and delivery rooms, in fact, any hospital expense 
incurred by reason of illness, accident or maternity 
cases. 

The smallest hospital bill paid thus far has been 
$1.00; the largest, $693.00. 
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GOLDBLATT BROTHERS 
EMPLOYEES' FOUNDATION 

Founded on March 26, 1937, through a personal 
pledge of $1,000,000 by Maurice, Nathan, Louis 

and Joel Goldblatt, 
the Goldblatt 
Brothers Employ¬ 
ees’ Foundation is 
truly “a philan¬ 
thropic foundation 
dedicated to the 
health, happiness 
and welfare of the 
employees.” 

The Foundation 
acts as a financial 
friend in need of¬ 
fering loans with¬ 
out interest, pays 
benefits of $10 a 



week up to thirteen weeks in cases of accident or 
sickness resulting in inability to work and employs 
a visiting welfare nurse. 

In accordance with the rules of the Foundation a 
$500 payment is made to designated beneficiaries 
in the event of the death of an employee. 

The Foundation is administered by a board of 
sixteen employee-trustees. Each regular employee 
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PICTURED ABOVE. TWO OF THE MANY ‘'AFTER-HOURS” RECREATIONAL ACTIVITIES. 


becomes a member after four consecutive weeks of 
service and, as is the case with the plan for hospital 
care, pays no fees or dues for the membership. 

The Foundation offers another example of the 
way Goldblatt’s cares for the members of its em¬ 
ployee family. 

OTHER ACTIVITIES 

Serving as the connecting link between members 
of the Goldblatt family, “Chain Links” is an in¬ 
formal, newsy, illustrated magazine, written and 
reported by employees, for employees and about 
employees. Our reporter staff consists of over 
seventy-five employees throughout our organization. 

A monthly publication, with a circulation of over 


seven thousand, the magazine is distributed, free 
of charge, to all employees in the chain. It presents 
news of interest to its readers, job promotions, extra¬ 
curricular activities, engagements, marriages, births 
and deaths. 

Through “Chain Links” employees are informed 
of all welfare plans, merchandise innovations and 
expansions in the Goldblatt chain. All community 
and civic drives are also brought to the readers’ 
attention as they occur. This publication is now 
in its second year. 

An Employee Welfare Office in the State Street 
Store acts as an information center and co-ordinates 
the various employee benefit activities. 
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f here’s drama in Goldblatt’s, for its history is one of pluck 
and perseverance, of courage and ideas and ideals, of a 
$15,000 beginning that grew into a corporation with sales of 
$86,000,000 in the brief span of thirty-two years. 
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47TH AND ASHLAND 
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91 ST AND COMMERCIAL 


This modest beginning was a drygoods store opened in Chi¬ 
cago in 1914 by Maurice and Nathan Goldblatt, aged 21 and 
19 respectively. Located at 1617 West Chicago Avenue, the 
store had a frontage of only twenty-four feet and a depth of 
seventy feet, but it was big enough to house the idea that was 
to make Goldblatt’s famous in the merchandising world. 

Briefly, the idea was to buy more and sell for less, to win cus¬ 
tomer favor by a policy of volume purchases, quick turnover 
and low markup. 
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YOUTH AND COURAGE 

Although the initial capital was limited, the brothers had 
as priceless assets, the courage and energy of youth, the will to 
work hard and live frugally, and an intuitive knowledge of the 
public’s wants and needs. Assisting after school hours in those 
early years were the two younger brothers, Louis and Joel. 

The original store prospered from the outset for the brothers 
were versatile and acted as buyers, salesmen, stockkeepers, ship¬ 
ping clerks, window trimmers or performed menial work as 
occasion demanded. Sales the first year were $15,000. 

THE FIRST EXPANSION 

It wasn’t long before the popularity of the Goldblatt policy 
of buying more and selling for less made additional floor space 
necessary. After thoughtful consideration, the brothers acquired 
the adjacent twenty-five foot lot, doubled the size of the store, 
and in another two years, doubled it again through a fifty foot 
addition. 


Business continued to grow by leaps and bounds and in 1920 
sales reached $225,000. In 1925, their schooling finished, Joel 
and Louis spent all of their time with the company. In 1926, 
sales climbed to $3,000,000. 

A final addition to the Chicago Avenue store in 1927 gave 
it a floor area of 170,000 square feet and made it the nucleus 
of the important Chicago-Ashland shopping area of today. 


MORE PROGRESS 


The business was incorporated as Goldblatt Bros., Inc. in 
February, 1928, the year which saw the purchase of a depart¬ 
ment store at 47th Street and Ashland Avenue, and the start 
of a new phase of the expansion program. Two more depart¬ 
ment stores were acquired in 1929. 
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GARY. INDIANA 
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JOLIET. ILLINOIS 
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The six years of depression that followed, tested 
business leadership in America and the four brothers 
were equal to the test. At a time when many mer¬ 
chants held back and policies of retrenchment were 
uppermost, Goldblatt’s went ahead with an expan¬ 
sion program which acquired four more Chicago 
stores and earned the reputation of being ‘"Amer¬ 
ica’s Fastest Growing Department Stores”. 

GOLDBLATT’S ON STATE STREET 

The most sensational of these acquisitions was 
the block-long Davis Store, located on State Street 
in the heart of Chicago’s loop, the retail shopping 
center of the Middle West. Bought in 1936, the 
State Street Store is still the largest in the chain in 
point of floor area and sales and houses the admin¬ 
istrative offices of your company. 

The operation of the Goldblatt chain at that 
time required six warehouses and three garages. 
Continuing the expansion, Goldblatt’s acquired 
stores in Gary, Hammond and South Bend, Indi¬ 
ana; Joliet, Illinois; Milwaukee, Wisconsin and 
Buffalo, New York. To secure a better supply of 
fashion and other merchandise buying offices were 
opened in New York City. 



FARSIGHTED PLANNING 

In the late Thirties, with Louis Goldblatt as Gen¬ 
eral Merchandise Manager and Joel Goldblatt as 
General Operating Manager, the company’s poli¬ 
cies were reshaped to meet the demands of a yearly 
sales volume reaching $48,000,000. The strength¬ 
ening of resource contacts, the emphasis on style 
merchandise and the diversification of departments 
began to take form and are incorporated in the 
Goldblatt’s of today. 

The planning was interrupted when the United 
States entered World War II and both Louis and 
Joel joined the Armed Forces. In 1944, Nathan 
Goldblatt passed away; in 1945, Maurice Goldblatt 
stepped into the newly-created position of Chair¬ 
man of the Board, and Joel and Louis, honorably 
discharged from the Army, became President and 
Executive Vice President, respectively. 

POSTWAR EXPANSION 

The problems facing all merchants in the imme¬ 
diate postwar period included shortages of mer¬ 
chandise and personnel, government price and 
quality controls, and a scarcity of materials for 
store rehabilitation but Goldblatt’s met them suc¬ 
cessfully. 

The expansion went ahead in the midst of these 
operating handicaps and the Logan Department 
Store at Milwaukee and Kimball Avenues was 
added to the Goldblatt chain. 
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Late in 1946, a department store site was leased 
at the important Grand-Harlem shopping center 
intersection in suburban Elmwood Park. In Janu¬ 
ary, 1947, a block long tract at Madison Street 
and Pulaski Road was taken over, thus acquiring a 
location for a future department store which, your 
management believes, is one of the finest in Chicago. 

The plans for these new buildings, already on 
the architects’ drawing boards, assure ultra modern 
store design and maximum merchandising effi¬ 
ciency. 

A 50,000 square foot addition to the Lincoln- 
Belmont Store has been authorized for early con¬ 
struction, and studies for the development of the 
63rd and Halsted property are under way. 


Nine of these stores are concentrated in Chicago 
with the State Street Store serving as the nerve cen¬ 
ter of planning and activity. The carefully located 
neighborhood stores serve shopping centers, shown 
by the 1940 census, to be the equal of many major 
cities in population. A comparison follows: 


Shopping Area Population of 
Store Population Equivalent City 


Chicago & Ashland 266,411 
47th & Ashland 506,181 

91 st & Commercial 215,244 
Lincoln & Belmont 360,037 
26th & Christiana 251,721 
Belmont & Central 190,732 
Broadway & Lawrence 220,614 
Milwaukee & Kimball 150,452 


Birmingham, Ala. 
New Orleans, La. 
Dayton, Ohio 
Seattle, Wash. 

San Antonio, Tex. 
Richmond, Va. 
Omaha, Neb. 

Salt Lake City, Utah 


Virtual completion of the warehouse at Archer 
and Ashland Avenues permits the early concentra¬ 
tion of inventories in a modern building adequately 
served by rail and highway transportation, which 
will bring substantial operating economies in the 
receipt and distribution of merchandise. 


Goldblatt stores in Joliet, Illinois; Gary, Ham¬ 
mond and South Bend, Indiana; Milwaukee, Wis¬ 
consin and Buffalo, New York, serve our customers 
with equal success. 

Combined population of all of these neighbor¬ 
hood and city shopping sections exceeds 5,500,000. 


GOLDBLATT'S TODAY 

Goldblatt’s today is an aggressively managed, pro¬ 
gressive company operating fifteen dominant de¬ 
partment stores, together with buying offices, ware¬ 
houses and garages and other necessary services. 


All this has been achieved in the last thirty-two 
years. This dramatic record of growth from a mod¬ 
est beginning, fostered by courage, initiative and 
customer service has no recent parallel in retail 
merchandising. 
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his splendid record of the past is, in the opinion of your management, the step¬ 
ping stone toward the Greater Goldblatt’s of the future. 





The new stores, the new warehouse, the strengthening of customer 
contacts—all are merely the prelude to an expansion of Goldblatt 
department stores throughout the prosperous metropolitan Chicago area. 


The general details of this program envision a network of stores, each 
designed specifically to meet the needs of customers within its three and 
one-half mile shopping radius. As in the past, these stores will win public 
acceptance on the basis of fair pricing of a wide variety of quality mer¬ 
chandise providing “Everything for Everybody.” 


With a foundation of sound merchandise resources, aggressive sales 
policies and loyalty built by fine employee relationships, your manage¬ 
ment has every reason to believe that for Goldblatt’s— 
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COLDBLATT BROS.,INC. 




BOARD OF DIRECTORS 

Henry Applebaum Louis Goldblatt 

Bernard Brown Maurice Goldblatt 

Herman G. Buckley Abram N. Pritzker 

John F. Fennelly John G. Wilson 

Joel Goldblatt 


OFFICERS 


Chairman of the Board . Maurice Goldblatt 

President .Joel Goldblatt 

Executive Vice President and Secretary-Treasurer .Louis Goldblatt 

Vice President . Henry Applebaum 

Vice President and Assistant Secretary .Bernard Brown 

Vice President .Allen H. Salvesen 

Vice President .Samuel Sharfman 

Vice President .Joseph J. Thursh 

Comptroller .Leonard X. Rosenberg 

Assistant Treasurer .George Bruski 


Transfer Agent .The First National Bank of Chicago 

Registrar .American National Bank and Trust Company of Chicago 

Public Accountants .Arthur Andersen & Co., Chicago 


ADMINISTRATIVE OFFICES 


333 SOUTH STATE STREET 
CHICAGO 4. ILLINOIS 

























